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W.L. STENSGAARD & ASSOCIATES, INC. NATIONAL CARD, MAT & BOARD CO. 
MERCHANDISE MART 4318-36 CARROLL AVENUE 
Window Display Producers and Counsellors Showcard Boards—Mat Boards 
THE KOESTER SCHOOL WESTERN FELT WORKS 
367 WEST ADAMS STREET 4131 OGDEN AVENUE 
Correspondence Instruction Felt for Display Use 
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MESSMORE & DAMON, Inc. MILEO’S MANNEQUINS 
Creators of Mechanical Displays for Show Window New Line of Famous Composition Figures—Many New and 
and Advertising Purposes Original Models—Visit Our New York Studios 
404-408 W. 27TH STREET MILEO—44 EAST 8TH STREET 
J. R. PALMENBERG’S SONS, Inc. EINSON-FREEMAN CO., Inc. 
Display Fixtures and Mannequins Lithographed Window and Counter Displays 
Complete Display Equipment for National Advertisers 
STARR AND BORDEN AVES. 
SS a LONG ISLAND CITY, N. Y. 
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DISPLAY'S GREAT MONTHLY DIGEST 
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COVER 


The cover design illustrates a group 
of pylons at the North End of the 
Electrical Building—Century of Prog- 
ress. Pylons and beautiful bas-relief 
panels dominate the court of the Elec- 
trical Building. Fi‘ty-foot panels viv- 
idly illustrate man’s struggle to wrest 
energy from Nature, with the inscrip- 
tions: “Light is the beginning of all 
things. From the utmost ether it 
issues, shaping the stars, answering in 
its patterns to the majesty of creative 
thought.” And, “Energy is the sub- 
stance of all things—the cycles of 
atoms, the play of the elements are 
in forms cast as by a mighty hand to 
become the world’s foundations.” 
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“DISPLAY NO LONGER SHOWS 
OFF THE PRODUCT—THE PROD- 
UCT HAS BECOME THE DISPLAY. 
SIMPLICITY, ELEGANCE, TASTE, 
AND INVENTION ARE THE WEA- 
PONS TO BE USED IN THE COM- 
ING MONTHS TO MOULD AND 
CARVE A RAVISHING DISPLAY 
SENSE.” 

ALDIIN CUMMINGS. 


THE DISPLAY PUBLISHING 
COMPANY, CINCINNATI, O. 


CHICAGO OFFICE: 

75 E. Wacker Drive 
MACINTYRE & SIMPSON 
Representative 
Tel. Central 1716 


NEW YORK OFFICE: 
151 Fifth Ave. 

V. W. SEBASTIAN 
Representative 

Tel. Algonquin 4-3310 


United States, $3.00 a year; Canada 
and Foreign, $4.00 a year; Single 
Copies, 30c each. For Sale on News 
Stands Supplied by The American 
News Company and its Branches. En- 
tered as Second-Class Matter Sept. 20, 
1922, at Postoffice at Cincinnati, O., 
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Cavtees Lead the Way 






































—The U. S. Rubber Company, in telling 
the world of the approval of Gaytees by 
Paris designers, had this smart display 
created for their dealers. The back- 
ground panel and fixture bases are of 
Bakelite, the hands holding the Gay- 
tees and the suggestion of the face on 
the background panel are metal. The 
introduction of the group of ballet 
dancers is the “master stroke,” it in- 
formes the customer that Gaytees are 
“As Light as a Ballet Slipper”’— 


Tuere has been a great variety of materials used for win- 
dow displays, including paper, cardboard, wood, metal and 
various compositions, Recently a number of leading manu- 
facturers have been making use of Bakelite materials where 
window displays of outstanding quality are desired. One in- 
teresting example is that of the U. S. Rubber Company’s 
display for Gaytees. 

The background of this unit is made of a lustrous black 
Bakelite Laminated. It provides a beautiful contrast to the 
light colored Gaytees or overshoes. In selecting a name to 
describe this display to their dealers, they chose the term 
“De Luxe Display,” a term which aptly describes the rich 
appearance of the Bakelite material used in the construction 
of this display. 

Bakelite Laminated is manufactured in sheets, rod, and 
tube form, in a wide range of thicknesses, and sizes, which 
















































































By ALLAN BROWN 
ADVERTISING MANAGER 
BAKELITE CORPORATION 
NEW YORK CITY 


can be made into an endless variety of displays and fixtures 
of all kinds. It is produced in a variety of colors and sur- 
face effects, including simulated woods, marbles, tapestries, 
and various modernistic designs. These can be had in a high 
gloss or a dull mat finish. Designs in metallic ink or metal 
inlays can be incorporated. 

Unlike other materials, Bakelite Laminated does not 
warp, chip or corrode, and therefore has exceptional life and 
will withstand an infinite amount of handling, without be- 
coming shopworn. Bakelite Laminated is especially adapted 
to permanent displays or displays that are rotated around the 
jobber or dealer circuit. It is also adaptable to exhibitions 
and home office display rooms. 

Because of its unusual combination of properties and 
characteristics, Bakelite Laminated will, no doubt, find an 
increasing use in the field of window displays and fixtures, 
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Comes to the 





—Here is one of the many smart “movie” 

petestrians that shop on the Boulevard 

called Hollywood. This air-brushed-on- 

velour poster of Joan Crawford alias Sad- 

die Thompson, was produced by Wardell L. 

Jukes, formerly artist at the Arkansas 
Theatre, Little Rock— 


Spring 


Boulevard 





Called Hollywood 


Ho ttywoop has stuck another bright feather in her 
new Spring bonnet. And donning her new chapeau she 
graciously takes a bow to eminent eastern style authorities 
who have recently recognized that Hollywood, through the 
creations of its studio designers as presented on the screen, 
does influence the fashion tastes of the world. 

We have often talked of fashions emanating from Holly- 
wood which were accepted by smartly dressed women of 
America and the rest of the world. It’s been over a year 
now since Garbo’s pill-box hat, first worn by her in “Ro- 
mance,” was responsible for the discard of the off-the-fore- 
head hat in favor of the present tip-tilted version. And her 
wide-shouldered coat of “Mata Hari” fame has done much 
to popularize that fashion. 

Last year, during the Olympic games, Joan Crawford was 
pictured in the romantically bouffant organdy which, a little 
latter in the season, as the “Letty Yynton Dress,’ was worn 
all over America. 

Now let’s look a bit further and see what has-been happen- 


By PATRICIA B. KILLORAN 
FASHION EDITOR 

HOLLYWOOD CITIZEN-NEWS 
HOLLYWOOD, CALIFORNIA 


ing the last few months in the studio fashion firmament. 
Here’s what these bright young persons point out, whose busi- 
ness it is to keep “The Press” informed about the goings-on 
of fashion around and about the studios: 

Constance Bennett has done much to repopularize sequins 
and metallic fabrics; she was the first to match her little 
turban with a muff! her narrow belt of gold mesh has since 
been seen in many incarnations; evening hats, dainty and 
fragile, has been sponsored by La Bennett. 

Bebe Daniels introduced the white tuxedo in “42nd Street” 
and a few have already been seen on daring young resorters. 
Of course no Hollywood fashion story would be complete 
without mention of Marlene Detrich’s startling penchant for 
masculine attire. Through Marlene was beguiling in the 
evening clothes of “Morocco” we could hardly believe that 
the idea would so bewitch its inspirant that she, a few weeks 
ago, would appear at a Hollywood premiere in an only 
slightly feminized tuxedo. 

At any rate Marlene has succeeded in setting Hollywood 
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on its ear; in running up literally miles of precious editorial 
lineage; and, whai’s more, in persuading half the town that 
they are just the type to wear men’s clothes becomingly. And 
still more surprising is the fact that, in their feminized ver- 
sions with bright scarfs and blouses and bewitching hats, the 
effect in many instances is amazingly smart. 

Disciples of Adrian declare that his creations, worn by 
Joan Crawford in her new picture “Today We Live,” her 
Elizabeth ruche, her militant frock with its single stand-up 
rever, and her dress laced like a Dutch girl’s bodice, all will 
be a part of tomorrow’s fashion picture. And that Myrna 
Loy’s white linen suit with its great silver disk buttons, in 
the hubcap manner of ’33’s Cadallac “16” is bound to create 
a sensation when seen in “Man on the Nile.” 

And since we’re prognosticating let’s go even farther and 
see what Hollywood, and the world, of course, will wear 


—Introducing “after 
dark” fashions at Rob- 
ertson’s. Interest in fab- 
rics is evoked by the 
plaque in the center 
background which is 
draped in pink pebbled 
crepe and black cire 
satin. Display by Nick 
J. Olivieri— 





—Roos Bros. introduced 
grey and dawn blue in 
this interesting Spring 
display. A potted plant 
added an insistent, living 
note to this attractive 
window. Display by 
Fred Nettles— 
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in the future. Let’s preview a picture in which the action 
takes place in the year 1940. Here the heroine wears a gown 
with a hobble skirt, slit for walking ease, with a draped 
top and peplums, and hats built tall, like skyscrapers. 

With Adrian, Travis, Banton, Orry-Kelly, Robert Kolloch, 
and other studio designers in fine fettle to create fashions 
of original inspirations; with local Hoilywood apparel mak- 
ers on their toes to adapt these cinamic garments; and with 
the silver screen to herald these brand-new notions the 
world around, there is every incentive for Hollywood to 
establish its supremacy as a world fashion center. 

Hollywood merchants have recognized this advantage, and 
when the 1933 Spring came to the Boulevard called Holly- 
wood, they glamourously dramatized Hollywood’s own style 
story in window displays and within the stores with garments 
that, primarily, have been created in Hollywood. 


—This smart formal dis- 
play was created by A. 
Maley for The Broad- 
way Hollywood. The 
set-up is quite different, 
inasmuch as it could rep- 
resent a patio, a lawn 
party, or a touch of the 
= Ambassador Hotel’s Co- 
coanut Grove. The cur- 
tain behind the sitting 
figure is of white crushed 
velvet; the floor piece is 
white also. The colors 
of the evening gowns are 
bright green, blue, or- 
ange, and tomato red— 
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GIVE YOUR HOME 
A BEAUTY 
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We Yell A Little Louder 
For Continental 


Displays? 


Evenruatty the masses will hear our plea for Con- 
tinental displays, because each month we yell a little louder. 
We don’t suggest displays following the extreme technique 
of the German and French window display, rather, we suggest 
a technique following the simplified American technique. It 
must be admitted that display styles are changing, which 
fact should only serve to demand positive consideration of 
this new form of display. 


YOUNG MEN’S SUITS 

It cannot be said that this display of Young Men’s Suits 
is freakish, or that it suggests display merchandising funda- 
mentals entirely foreign to American displays. This display 
has beauty and a new kind of window art, but that beauty 
and that art is found in the simplicity of the line, form, and 
balance of the merchandise against the display background. 
Bold copy is introduced on the window background, with each 
suit style and color definitely introduced. A neat arrange- 
ment of clothes on forms, with the proper accessories is 
suggested—see the fixture set-up. The boys’ figures are 
cut-out. 


WE WALK A LITTLE FASTER 
IN THE WAYS OF STYLE 

Quite a departure from the ready-to-wear displays of yes- 
terday, Yes? The caption and the suggested action of the 
background will command customer attention; actual mer- 
chandise will be presented on the panels. The merchandise 
will consist of coats or dresses or both; or the display can 
feature correct costumes and accessories for five important 
occasions—formal, semi-formal, afternoon, business and sport. 
The half-circle are cards. It is on these cards that the prices 
of the merchandise and accessories will be noted by the 
customer. 
ENSEMBLE PANEL 

The ensemble panel design, at the bottom left, doesn’t 
represent any particular season or occasion, Your use of 
color will make it just as seasonable as the occasion demands. 
SHOE DISPLAY 

We have not suggested any copy for the shoe display. It 
can be used for a style or for a sale display. It will be a 
very simple matter for you to introduce the copy on the 
background. The arrangement of shoes on the shoe displayer 
will follow definite angles, also colors. The display can be 
devoted to sport shoes, or to street, business or formal shoes. 
Or the display can feature every line. The display can be of 
one color, or each step can introduce a new color or style. 
GIVE YOUR HOUSE A 
BEAUTY TREATMENT 

Spring time is “Clean-up-Time,”’ but as not everyone 
was able to “clean-up” this Spring, we suggest this ensemble 
background idea to sell those customers the idea. The panel 
can be reproduced very easily. It can be used for displays 
of paint, garden implements, household furnishings and in- 
terior decorations. If used for interior decorations, we sug- 
gest that you change the copy to read, “Give the Interior of 
Your Home a Beauty Treatment.” 


FIXTURE SET-UPS 

The top set-up suggests the fixture arrangement to follow 
if the display merchandises clothing. The large circle at the 
front of each group is the clothing form, the smaller circles 
are tee, hat, and shoe or accessory stands. The lines through 
the circles indicates the position the forms and fixtures will 
occupy in the display. 

The bottom set-up represents the set-up for the ready-to- 
wear display. Inasmuch as forms or fixtures, other than 
those comprising the setting, are not used, none are indicated. 
The garments, in every instance, will be arranged on the 
panels after the same fashion. If the merchandise on one 
panel is arranged on an angle to the top of the panel, the 
line and form of the merchandise on the other panels will 
follow the same idea. 

BACKGROUND DISPLAY 

Window backgrounds during the summer months are not 
changed very often; so, we suggest a summer background 
(Continued on page 32) 
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There was an old woman who lived in a shoe, 


She had a lot of children but she knew what 
to do! 


She shopped at Kresge’s marvelous store, 
And scooped up frocks like these galore! 
Now this little old woman who lived in a shoe, 
Had gleefully cut her expenses in two! 


Mother Goose Comes 


To Kresge’s 


Nor so very long ago, as our story goes, in the land of 
New Jersey, U. S. A., in the kingdom of Newark, a mer- 
chant king established the castle of Kresge. This merchant 
king was known the entire length and breadth of his king- 
dom for his aggressiveness in his manner of conducting his 
kingdom’s business. Unlike many of his contemporaries, 
this merchant king of Kresge was a staunch believer in the 
power of merchandise presentation. He appreciated the power 
of display and recognized its value. Like many other mer- 
chants, he believed that “goods well displayed were half 
sold,” but unlike many other merchants, he proceeded to 
tell his merchandising story through his show windows in 
an ever increasingly interesting manner. 

In order to maintain his leadership in display presentation, 
this merchant king appointed two of his knights to the in- 
teresting task of creating original window ideas. Most mer- 
chant kings are satisfied to appoint but one knight to this 
task, but not King Kresge. Believing that “two heads are 
better than one,” and that the knight most familiar with 
display, and the knight most familiar with publicity, as being 
best qualified to carry out this important work of his king- 
dom, King Kresge made his appointments and gave these two 
knights free reign. 

These two knights, unlike many knights in other king- 
doms who, when appointed to similar tasks, refuse to work 
together, were only to happy to cooperate. Each realized 
that the other was thoroughly versed in his own particular 
work, and that a harmonious union of the two was necessary 
in order to assure perfect coordination of the type displays 
so important in the modern retailing of their kingdom. 





By A. G. McAGHON 
PUBLICITY DEPARTMENT 
KRESGE DEPARTMENT STORE 
NEWARK, N. J. 


The knight of publicity and the knight of display worked 
hand in hand. They studied and planned each offensive 
against their common enemy, “decreasing sales.” While their 
manner of attack seemed very strange to all of the kingdom’s 
subjects at first, the originality of each new campaign, and 
the forcefulness of each new attack, soon developed atten- 
tion, interest, and appreciation. The success of each campaign 
was very definite, and the entire kingdom rallied to the new 
cause. 


The knights of display and publicity, appreciating the 
fickleness of their kingdom’s subjects, knew that their cam- 
paigns, to be successful, must be increasingly interesting. 
They knew that the bombardment of a new campaign each 
week would be very difficult, and the success of such a cam- 
paign very doubtful as, to be successful, each campaign must 
be perfect; and working with a small force, perfection could 
not be achieved in such a short time. Rather than attempt 
a new campaign each week, publicity and display decided to 
conduct their campaign with minor offensives each week, 
with major offensives several weeks apart. 


The first campaign against “decreasing sales” was, “Our 
Vanities of 1933.” This offensive was described in the March 
issue of DISPLAY WORLD, and as a surprise attack it 
startled the entire U. S. A. Their second big offensive was 
conducted with the assistance of “Mother Goose,” and as 
far as success is concerned, it bids to excel their first cam- 
paign. Inasmuch as the Mother Goose idea is unlimited, it 
is possible that additional campaigns will be conducted with 


(Continued on page 21) 
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10 LEADS 


Wune all America chants the song made popular by stage 
and radio, “Brother, Can You Spare a Dime?” a live tobacco 
manufacturer has grasped this timely theme as the focal point 
of a real sales-producing presentation for his product. 

The big 10c worth of smoking, Union Leader, and the 
Big 10 advertising hook-up, is producing business for dealers. 
That the coordinated one, two, three, four of this campaign 
leads to the dealer’s cash register has been amply demon- 
strated by the success of the first set of displays in this series, 
which was described in DISPLAY WORLD in the issue of 
November, 1932. The photographs on these pages show the 


second set used as follow-up material in answer to wide- 
spread demand by dealers for more of the same kind of store 
advertising that had already demonstrated its effectiveness. 
In planning this second set of disp!ays, care was taken to 
retain the essential sales presentation of the first series, with 
The changes that were 


its simple story of “10c—that’s all!” 





























made served to intensify this copy appeal, as all layouts were 
changed so as to make the big 10 the main feature of the 
background against which the product is shown. Layout was 
kept very simple, so that the sales story could be grasped at 
a glance. Fhotographs of the three-sheet poster and the 
single-sheet poster, shown below, demonstrate the attention- 
arresting quality of the resulting layout. The three-sheet 
posters were used at, near or around dealers’ stores, to point 
out the Big 10 value in Union Leader, and the one-sheet pos- 
ters were used to present the same design and message in 
dealers’ store windows, drawing the customer one step nearer 
to the product. 

The third and fourth steps in this campaign are displays 
for use in the window and on the counter, presenting the same 
appeal and with the big 10 still further emphasized by cutout 
around heavy block figures. The cutout display used in the 
window of the store meets and overcomes the split second gap 

















—The Door or Window 

Poster. Identical with the 

three sheet poster in all 
respects except size— 


—The Three Sheet Poster. 

Note the size of 10c in re- 

lation to the reproduction of 
the package— 
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FoR UNION LEADER 


By CHARLES J. HAUK, JR., NEW YORK CITY 


of indecision and leads the prospect into the store in a recep- 
tive and buying mood. In the store he finds the fourth unit 
in this coordinated display—the Big 10 counter merchan- 
diser, which holds out to him, where he can easily reach it, 
his tin of the product. 

Time and tide, it is said, wait for no man, and by capitaliz- 
ing on a current and easily grasped presentation, the P. Loril- 
lard Co. has secured the attention and patronage of the con- 
sumer and the goodwill and cooperation of the dealer. 
Editor’s Note: 

The accompanying photographs illustrate the second set 
in a series of displays based on the “10c—that’s all!” idea. 
A third set is in preparation and will soon be distributed to 
dealers throughout the United States. 

It is significant that P. Lorillard Co. have found it advan- 
tageous to coordinate not only the individual pieces of each 
set of display material but also to coordinate sets in the 





—The Counter Merchan- 

diser holds six packages of 

the product but accentuated 
the price— 


—The Window Cut-out. 
Here again the product is 
subordinated to the price— 





for Pipe or Cigarette 


series. The usual resistance of dealers to new installations is 
removed when a display that produces sales is followed by 
others that are built around a sales idea which the retailer 
has found will bring results. 

What appears to us to be unusually sound merchandising 
is that the advertiser is satisfied to rely on one simple sales 
appeal, resisting the temptation to use part of the space to 
talk about the product. The important economy angle is 
stressed by offering both tobacco and cigarette papers for the 
price of the tin. 

In radio advertising, most manufacturers of a line of 
diversified products confine their announcements strictly to 
one product because the mind of the average consumer can 
grasp only one idea at a time. There may be a moral in this 
for manufacturers who believe they are wasting money when- 
ever they fail to use every available square inch of display 
advertising space for the inclusion of extra selling copy. 


that’s all 
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The Architecture of the 


ne — 


Century of Progress 


New forms of architectural design that have cast off 
the schackles of the past are to be seen in the building of 
Chicago’s 1933 World’s Fair—A Century of Progress Ex- 
position—which opens its gates June 1. This architecture 
serves the novel purpose of providing something radically 
different from what Fair visitors are accustomed io see 
every day in their home communities. It serves the practical 
purpose of providing buildings that in form and size are 
suited exactly to the task which they perform—the housing 
of exhibits. 

This new architecture to a large extent is a reflection of 
the conditions and problems of the times. The design has 
been governed by the introduction of new materials and 
me:hods of construction and the need for economy. It has 
taken into account the fact that a World’s Fair is properly 
a testing ground for new ideas. It has been based on a de- 


By LOUIS SKIDMORE 
CENTURY OF PROGRESS 
PUBLICATION DIVISION 
CHICAGO, ILL. 


sire to bring the buildings and the exhibits which they are 
to house into a sensible relationship with each other. 

This is probably the first time in exposition history that 
buildings have been designed specifically to perform the func- 
tion for which they are intended. In expositions of the past, 
palaces of plaster have risen in stately procession, with 
rooms and ceiling heights which in themselves may have 
been impressive, but which had little regard for the kind or 
size of exhibits they were to house. In A Century of Progress 
the building program and the exhibits scheme have been 
considered as corollary to each other. The plan of exhibits 
has been developed in a logical, orderly manner that has 
given the architects an opportunity to provide buildings 
suited to these exhibits. This is one of the exposition’s most 
important contributions to the science of display and one 
which may have important consequences for the future. 
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—Thie photograph on the opposite page shows 
a section of the stairway leading up to one of the 
balconies overlooking the court of the Electrical 
tuilding. The bas-relief panel symbolizes Energy— 


—The top illustration on this page is 
the Agricultural building. In it will be 
found exhibits of leading food manu- 
facturers, and live stock and meat in- 
dustries, and an agricultural implement 
display demonstrating man’s progress 
curing the past 100 years— 


—Pylons and bas-relief panels dominate 

the court of the Electrical building. The 

50-foot panels vividly illustrate man’s 

struggle to wrest energy from Nature. 

One panel symbolizes Light, the other, 
Energy— 


—Architect’s rendering of the Hall of 
States and the Federal building. The 
hall of states which will house exhibits 
of the various states and territories, will 
be a great horseshoe shaped structure. 
The Federal! building contains a rotunda 
seventy feet in diameter and surmounted 
by a 75-foot dome, rising from its 
center— 


—The Dairy building. In this structure, 

of cubistically modified oval shape, will 

be portrayed the story of the foster 

mother of mankind, the cow. This will 

be the only building at the Exposition, 

the exterior of which will be painted 
white— 


Architects have performed the dual role of designing 
buildings and planning and supervising the exhibits. The 
result has been structures that are closely knit, yet flexible, 
which take into account special exhibit features and provide 
great halls for them and which create long, low connecting 
units suitable to the most effective presentation of other 
exhibits. 

Unusual effects have been achieved for a surprisingly low 
building cost. A greater reliance has been placed on light- 
ing and color as part of the exterior architectural decora- 
tion than has hitherto been the case. 

To those who recall the architecture of the World’s 
Columbian Exposition of 1€93, the buildings of A Century 
of Progress will be strikingly different. The World’s Fair of 
7093 represented the flowering of classical architecture. It 
accomplished an important thing. It helped to open the eyes 
of the American people to an appreciation of art in architec- 
ture. It was the beginning of a renaissance of classical 
architecture in America. It definitely set the pace for the 
architecture of the decades that followed it. Not only in 
public builudings, but in all the expositions which followed 
the first Chicago Fair, the emphasis was on the classic. 

In the architecture of the 1933 World’s Fair we are doing a 
different thing. We are trying to open the eyes of the world 
not to what has happened in the past, because that has been 
effectively done, but to what is being done in the present and 
what the future may hold. 

The theme of A Century of Progress is the advancement 
of mankind in the past hundred years. All practical consider- 
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—The night time lighting of The Hall 
of Science building is but one of a series 
of spectacular illumination effects for the 
Century of Progress Exposition. These 
displays of light are expected to write new 
history in the science of spectacular light- 
ing, for electrical advertising and display 
purposes, as well as for the enchancement 
of architectural beauty— 

















—North facade, Hall of Science. 

The faces of the hugh pylons are 

illuminated by concealed tubing. 

The lighting of this building was 

the first of the displays in light 

io be completed for the Century 
of Progress Exposition— 


ations aside, it would be incongruous to house exhibits show- Corbett, Paul Philippe Cret, Edward H. Bennett, John A. 
ing man’s progress in the past century in a Greek temple Holabird, Hubert Burnham, Daniel H. Burnham, Raymond 
of the age of Pericles or a Roman villa of the time of Hood, Arthur Brown and Ralph T. Walker. All have felt 
Hadrian. the influence of the Ecole de Beaux Arts in Paris, home of 
In virtually all of its aspects this 1933 World’s Fair the classical school, yet all have had a marked influence on 
architecture is modern, It depends for its character and the modern architecture of America. These men have all 
effectiveness on planes and surfaces—the results of archi- made a sincere effort toward simplicity in the design of the 
tectural requirements based on exhibit demands. There is buildings on which they have worked. They have sought 
no parade of plaster, ginger-bread effects or ornate decora- effects of naturalness, tried to express through their design 
tions. Color and light against the background of planes the function of the building. 
and surfaces provide new and extremely interesting effects. They have had to consider the movement of great masses 
Moreover, the spectacle of crowds of people moving at vary- of people into, through and out of the grounds with comfort 
ing levels on rams and terraces will add a fascinating pattern and safety. They have had the task of producing a compact 
to the decorative scheme. machine that will function in every part when the Fair is 
The members of the Architectural Commission of A Cen- formally opened June 1. But above all they have sought to 
tury of Progress are seasoned in the traditions of the past, provide an attartctive setting for exhibits that will reflect 
yet they are fully conscious of the needs of the present and the scientific and industry progress of the past century. 
the requirements of the future. They include Harvey Wiley The economic condition of the times were determining 
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—Illuminated cascades, tinted geysers, 
flaming pylons, dancing and scintillating 
colors, shadow areas, metallic jewels of 
high reflected candle power, gardens glow- 
ing in iridescent colors, and other effects 
are being developed, which are expected 
to make the darkness of night at the ex- 
position a time of captivating beauty for 

the beholder— 




















—Views of the Hall of Science, 
showing the 176-foot tube-illu- 
minated tower in the background. 
The larger illustration also shows 
a neon-tinted canopy and one of 
the architectural features capped 





by light— 

factors in the architectural design as has been pointed out. had to allow for the unknown ravages of time as in the case 
In the face of the depression it would have been impractical, with buildings designed to last for a long period of years. 
if not impossible, to erect structures requiring the ornate In many cases the steel has been bolted together instead of 
detail of those or former fairs. The need for economy placed riveted, permitting easier demolition and salvage afterward. 
the architects squarely in the position of producing unique Some new materials have been used. Some new uses of 
and pleasing effects with the materials at hand. traditional materials have been made. Gypsum board coated 

The builders have made use of factory-made parts to a with a protective layer of aluminum paint has been used on 
large degree. Wall materials, for instance, have been fab- the exterior of a number of buildings. Sheet metal, plywood 
ricated in shops, cut into standard shapes transported to the and asbestos cement board have been used on others. The 
Fair grounds applied to the steel frames with clips or screws. steel frame has been standardizd on virtually all structures. 
The materials are of light weight. They are easy to handle. One of the building innovations that may puzzle many 
They require less steel. As a result of economies some of people is the absence of windows. This is not just a stunt 
the buildings of the 1933 World’s Fair have been built at a or trick. Everybody familiar with exhibitions knows that 
cost less than that of structures in the 1893 Fair when the sunlight for daytime illumination is an extremely variable 
price of materials and the wages of labor were lower than factor. By eliminating windows, artificial light must be 
those existing today. used. This permits a constant control over the light on ex- 

The temporary nature of the Fair has permitted lighter hibits regardless of whether it is cloudy, sunny, day or night. 


work stress in the steel structure. The architects have not (Continued on page 32) 
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—Close-up view of the 
Hall of Science building. 
This illustration shows 
the fins for illuminating 
the tower and the pat- 
terned cut-outs for light- 
ing the wall surfaces. An 
illustration on page 15 
shows another view of 
this building illuminated 
at night— 





CDisplays atthe 


Century of Progress 


Tunes new and unique in the technique of display are 
being accomplished at A Century of Progress Exposition 
which will make Chicago’s 1933 World’s Fair a place of un- 
usual attraction to displaymen everywhere. When the Expo- 
sition opens, you will find that in the exhibits scheme many of 
the conventions of the past have been cast aside. You will 
fird display mediums assuming new thought and more effec- 
tive forms. The innovations may suggest applications to 
your own problems that will have highly practical values. 
This World’s Fair is going to present a finished exhibit 
display, unlike that presented in the buildings at former 
American expositions. The interiors of our buildings have 
been planned and decorated as display settings for the ex- 
hibits. 

As this is written about five hundred industrial concerns 
are engaged in erecting their exhibits at the World’s Fair. 
The problem, both in designing the buildings and in the 
finishing of their interior, has been to provide the most effec- 
tive arrangements and settings for the story which these five 
hundred exhibitors have to tell, The Exhibits Department 
of A Century of Progress has been charged with the task of 
suggesting the means of telling the story of industry and 
of correlating the exhibits of one concern with those of its 
neighbor. 

The exhibits have been arranged, as far as possible, in a 
sequence according to industries. Unlike other World’s Fairs 


By SHEPARD VOGELGESANG 
CENTURY OF PROGRESS 
PUBLICATION DIVISION 
CHICAGO, ILL. 


where there has been a Manufacturers’ Building, in which 
electrical machinery, textile machinery, industrial equipment 
of various kinds are shown all together, A Century of Prog- 
ress is arranging these exhibits in definite units. The enor- 
mous growth of the electrical industry has filled one entire 
building at A Century of Progress. In the 1893 World’s Fair 
it filled only a small section of the Manufacturer’s Group. 

The Travel and Transport building is still larger than the 
Electrical building and will contain exhibits of a vastly ex- 
panded transportation—air transport, for example, which 
was not even in existence at the time of the World’s Colum- 
bian Exposition, forty years ago. 

The kernel of the Exposition is the Basic Science Exhibit 
in the Hall of Science. This occupies the whole second floor 
of a building, roughly comparable in area to the Fine Arts 
building of the last World’s Fair. From this center the 
General Exhibits Group runs southward, developing the 
story of the application of the Basic Science to Industry, 
with large halls devoted to steel, oil, business machines, 
jewelry, and textiles. Across the lagoon the Hall of Science 
is faced by the gigantic Electrical building, the Communica- 
tions building and the Hall of Social Science. 

North of this group is the Agricultural building, which 
tells the stories not so much of the farm as of the finished 
product, with which the consumer is familiar—packaged 
(Continued on page 31) 





May, 1933 


DISPLAY WORLD 


17 


Aurora Borealis in the 
Westinghouse Century 
of Progress Exhibit 


Wirn the Century of Progress in Chicago this summer 
shooting towards the objective which will lift artificial il- 
lumination out of the doldrums of commonplace respect and 
place it on a new plane of appreciation, many of the exhibitors 
are planning to incorporate unusual lighting effects into 
their individual displays. The exhibit for Westinghouse 
products as one will display such an array of moving, col- 
ored lights as to simulate an Aurora Borealis of artic land 
in a southern climate. 

Reports from the engineering laboratories of the West- 
inghouse Lamp Company at Bloomfield, New Jersey, where 
a working model of their World’s Fair exhibit has been con- 
structed in minute detail, promise something new in the use 
of light as an embellishment of architecture. Amber, green, 
red, blue, and white light are incorporated into the mode! in 
such a way that the lighting effects possible through various 
combinations have no conceivable limit. 

Functioning not merely as a means of utility illumination 
but in an entirely new role, light at the Century of Progress 
will finally approach a goal for which the lighting fraternity 
has been striving during the some fifty years of incandescent 
lighting. Consequently the electrical manufacturers will be 
expected to lead the way with something novel in the field 
of illumination. The Westinghouse Company hopes through 
its exhibit to lend a new impetus to a trend which should 
command eminence in ensuing years, and to erect a living 
monument to its founder, George Westinghouse, for his his- 
toric efforts in lighting the World’s Fair of 1893 with in- 
candescent lamps. 


—A working model of the West- 
inghouse World’s 


The working model of the Westinghouse exhibit is built 
on a scale of 1% inches equal one foot and represents a 
structure that will stand 70 feet high in the Electrical Build- 
ing at the Century of Progress. A balcony 12 feet high 
will serve as a canopy for the main display on the ground 
floor. On the facade of the balcony will appear a unique sign 
of the single word, “Westinghouse” done in sheet metal letters. 
Colored lights located below will illuminate the sign in such 
a way as to make the letters appear to change constantly. 

Along the top of the balcony a promenade, 15 feet wide 
and running for the full 156 feet of the exhibit, will show 
a secondary display of Westinghouse products. Extending 
above the balcony to the uppermost part of the exhibit struc- 
ture will be a massive facade on which will play pulsating 
colored lights. 

Perhaps the most spectacular feature of this towering 
facade is produced by columns of semi-circular discs, each 
a wheel of light. They are 10 feet in diameter, 8 inches thick, 
and are separated 4 feet apart, numbering eleven in each 
column. Eight of these columns of light, 23 feet apart, will 
stretch along the full length of the promenade. 

In addition to this interesting illumination there will be 
floodlighting underneath each disc and for the bare facade 
between the columns. The lighting equipment for producing 
these effects will be mounted on a platform supported be- 
tween the two bottom discs of the columns, or a distance 
of some 25 feet above the promenade proper. 

Colored light of amber, red, and white are available within 
(Continued on page 25) 


Fair exhibit 








—Semi-circular discs, 10 feet in 

diameter, 8 inches thick, and ar- 

ranged 4 feet apart to form col- 

umns, are lighted from within to 

produce wheels of light of chang- 
ing colors— 


built on a scale of 114-inch equals 
one foot, being tested by lighting 
engineers of the Westinghouse 
Lamp Company subject to the 
creation of final lighting effects— 
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—Floodlighting on the underneath 
surfaces of the discs in combina- 
tion with the rim lighting lends 
an impression of solidness to the 
illumination of the columns— 
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Propte visit a World’s Fair with a distinct urge to see 
novel sights. In building, exhibits and architectural settings 
especially, they want to see something from what they are 
accustomed to see in their own home town. 

In acknowledging this desire, the architectural and ex- 
hibit design of A Century of Progress Exposition is being 
developed into what is known as the “modern” style. The 
architects are not merely recasting ideas of the past or re- 
arranging structures already familiar to the average person. 
They have introduced a number of unique features in the 
design of the various buildings which will provide a distinc- 
tive character and setting to the exhibits they house. 

These innovations in building are not being made merely 
for effect. They have a highly practical intent and an eye on 
the future. The architects are employing materials never 
before utilized, making use of new discoveries in ventilation, 
lighting and coloring. They are giving frank expression to 
modern needs in building planning. And thus while the 
buildings will satisfy the desire of World’s Fair visitors for 
something new and startling, they may contribute new ad- 
vancements which will have a marked effect on the future 
of architecture, and on the things which we use in our 
everyday life. 

People tire very easily and very rapidly of the common- 
place, and we are of the opinion that window displays during 
the past few years have offered the people of every town 
entirely too little in the way of creative display. The Century 
of Progress, coming as it does in 1933, will offer every store 
and every displayman a tremendous opportunity for creative 
displays. The theme of the exposition’s decorative effects 
is so new, and the technique of exhibit presentation so differ- 
ent, that it is but natural to expect display merchandising 
to follow the same decorative developments in the presen- 
tation of goods through the show window. 

The remark has been made that “the fair exhibits will 
‘show’ the product.” That is as it should be. That is what 
the World’s Fair visitors will expect to see. They will be 
attracted by the “art” of the exposition, the color of the 
display, and the creativeness of the presentations, but as 
they pause at each exhibit they will be conscious of the 
product. The display, in every instance, will form a natural 
setting for the introduction and function of the goods on 
display. 

America’s newspapers, magazines and business publica- 
tions will carry story after story about the fair; news reels 
will picture important events, in fact, America, from June 1 
to October 31, will be Century of Progress conscious. They 
will talk about it, read about it, and many will “see” about see- 
ing the fair. While the directors of the fair expect an attend- 
ance record, many millions of Americans will know no more 
about the fair than that which they can pick up in papers 
and at the theatre. These people will not be satisfied with 
this meagre information, and they are asking America’s 
merchants and displaymen to tell them more about it through 
their show windows. 

It isn’t necessary for us to tell you that the public will 
“come and see” fair displays; this has been proved in every 
instance where fair displays have been exploited. Such dis- 
plays, besides bringing people to your store, give your store 
a tremendous opportunity to present constructive institutional 
exhibits, exhibits your customers will long remember. 

A window display background patterned after Century of 
Progress designs, no matter how beautifully designed or how 
perfectly executed, cannot hope to be successful if the mer- 
chandise display follows old lines of presentation. The dis- 
play technique of your Century of Progress displays must be 
just as modern as the fair itself. How a harmonious display 
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Century of Progress 





can be achieved can best be described by referring you to 
the fair displays executed by Wm. Scharninghausen, director 
of displays, The Bon Marche, Seattle, Washington. Mr. 
Scharninghausen’s display technique is quite evident; the fol- 
lowing letters will explain his conception of the event. (Inas- 
much as the fair displays used by Mr. Scharninghausen were 
secured from W. L. Stensgaard & Associates, our readers will 
appreciate any reference to Mr. Stensgaard’s organization. 
Mr. Stensgaard’s organization, incidentally, has been author- 
ized by the World’s Fair directors to produce authentic dis- 
play properties. The background displays used by The Bon 
Marche can be obtained from W. L. Stensgaard & Associates 
on a rental plan; other authentic display properties are also 
available from them.) 


“I am writing to tell you how wonderful the Cen- 
tury of Progress paintings we received from you went 
Over in our store. We were well pleased with the re- 
sults. Here’s what we did. 


“The first week we used them as a center of interest 
in our furniture department, tying in with an exhibit 
of planus for small houses. These Century of Progress 
paintings, being so colorful and full of interest, really 
put the exhibit over. 


“The second week, the Century of Progress paint- 
ings were used in our Fashion windows on Pine Street. 
They have been creating a lot of interest. I have heard 
people say that they got off the street car purposely to 
view the displays, so you have some idea of how they 
stopped people. 


“Our president, Mr. Radford, and our new sales 
manager, Mr. Cibulka, were well pleased with the 
showing. I believe you will hear from them direct 
as they were well pleased with the exhibit.” 


The following letter was received by Mr. Stensgaard 
from Mr. F. McL. Radford, president, The Bon March. It 
but verifies Mr. Scharninghausen’s letter. 


“This is sent you in appreciation of the splendid 
paintings of the Century of Progress Fair which have 
been on display in our store for two weeks. 


“We used them one week in our Architects’ Exhibit 
in the furniture department, and another week as back- 
grounds in our fashion windows. 


“They are strikingly handsome and have attracted 
a great deal of favorable comment from our customers 
and the general public.” 


Window Displays 





By JOHN FORD 
CHICAGO, ILL. 
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—The Century of Progress 
background panels are done 
in genuine oil colors on can- 
vas which is mounted on a 
2-inch wooden frame. The 
size of the frames are 5 feet 
wide and 8 feet high. Mr. 
Scharninghausen’s display 
set-ups are extremely mod- 


ern. Study his arrangement —The Travel and Transpor- 
of merchandise, his use of tation building, Century of 
platforms and floor blocks— Progress, is used for a show- 


ing of silverware— 


—The two-piece suit display 

has for a background a re- 

production of the Federal 

building, Century of Prog- 
ress— 


—The Hall of Science build- 

ing, Century of Progress, 

forms an interesting back- 

ground for the millinery dis- 
play— 


—A section of the Electrical 

group, Century of Progress, 

lends distinction to the pres- 
entation of coats— 







































—The gift display— 


—The bridal display— 


We Have a LEride 
In Our Midst 


Last year, 1932, displaymen had an occasion to merchandise 
a display for “The Leap Year Bride,” and even though this 
opportunity come but once every four years, the display tech- 
nique presented here is certainly just as expressive of good 
window merchandising fundamentals today as it was yester- 
day. The copy appearing on the leap year bridal cards can- 
not be used for the June Bride displays this year, but the 
ideas presented in this bridal window and in two displays 
from the same series that appeared in the September, 1932, 
issue of DISPLAY WORLD, can. Any store following 
these ideas will have a mighty smart front. Following, is 
a description of our front as it was merchandised for our leap 
year bride. 

Bridal display, pictured above: The leap year bride is 
presented in a setting of almost sever modern simplicity. 
Bridesmaids costumes in maize complemented with fuchsia 
color sashes, slippers and corsages. The maid of honor in 
shell-pink complemented with fuchsia color. The bride was 





By E. S. ARKOW 
DIRECTOR OF DISPLAYS 
STEINBACH COMPANY 
ASBURY PARK, N. J. 


garbed in antique white lace. An interesting feature in this 
window was the simple gazing ball, indicative of the bride’s 
future happiness. The background and setting was done in 
chromium, canary yellow and silver. 

His American majesty, the leap year groom—see Septem- 
ber issue of DISPLAY WORLD. Four complete ensembles 
were shown in the display—the evening wedding, the wedding 
before six, the going away outfit, and the business suit. 
Background of white; setting in grey hammered copper and 
lustrous black. 

The Bride’s intimate apparel, presenting lingerie. A semi- 
boudoir group on a raised platform dominated the center 
of the display. Lingerie and corsets in white satin and lace, 
negligees and hostess gown in ecru. Color scheme and set- 
ting, pale green, rose and pink. 

The leap years bride’s itinerary, and the clothes for the 
going-away trip—see September issue of DISPLAY WORLD. 
Colorful imported travel posters in blue, orange, and white, 
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in “fond farewell” fashion. Each mannequin wore a blue 
ensemble suit and a military swagger coat. The two smoke- 
stack effects gave the display atmosphere. Color scheme of 
setting, blue, white, and orange against a buff background. 

Wedding gifts, presented above. This display was done 
in a very simple manner. The display is very formal, with 
the line of the display following a bi-symmetrical style. The 
blue of the glassware was repeated in the center panel and 
the two small end platforms. 

Displays number 6 and 7 featured fine linens, china, and 
glassware for the “Table for Two.” One display was carried 
out in green, amber, and ecru; the other display was carried 
out in red, blue, and silver. 

Display No. 8 suggested draperies for the bride’s bou- 
doir. The display was carried out in peach, orchid, and 
green. Chintz patterns, with a heart-shaped flower design, 
dominated the picture. 

Display No. 9 presented a typical veranda or sun-room. 
It contained the appropriate furnishings, and was carried out 
in red, tan, yellow, white, and black. 

Display No. 10 represented the happy pair’s living room. 
This display was done entirely in maple and green, with rust, 
orange, and cream colors predominating. One corner of the 
display represented the groom’s own corner, and contained 
the “easy” chair, smoking stand, etc. To further effect a 
real interior, the overhead lights were turned off leaving the 
window illuminated solely by the floor and table lamps. 


——— ——. 


MOTHER GOOSE COMES TO KRESGE 


(Continued from page 8) 





her assistance. Listed below are several thoughts that have 
occurred since the original campaign. 
Mother Goose suggests the following for a display of 

new spring clothing: 

Six little men sat down to spin, 

Spring passed by, and Spring looked in. 

“What are you at, my little men?” 

“Making clothes for gentlemen.” 

Every new fashion they made is here; 

Dress up, for Spring only comes once a year. 


Mother Goose thought it would be very nice to display 
riding habits, so she let us borrow, 
Ride a Cock-Horse to Banbury Cross, 
To see a fine lady on a white horse; 
Her “habit” is perfect, so is her pose, 
She’ll be in fashion wherever she goes. 





A NEW TYPE OF REVOLVING 
DISPLAY MERCHANDISER 

Merkle-Korff Gear Company, 213 N. Morgan Street, 
Chicago, IIl., have just announced a new type of revolving 
display merchandiser, with features of such flexibility as to 

maintain a_ varied 

window program. Of 

SSsez | pe el special interest is the 

power take-off This 

feature permits un- 

usual flexibility in 

that a power supply 

is available to oper- 

ate mechanical displays and other mechanical devices at the 
same time the turntable is in operation. 

This new display merchandiser is of such rugged con- 
struction as to permit a maximum balanced load of 200 
pounds. The unit can be supplied with both A. C. and D. C. 
motors. 
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These display panels, 
size 32x64 inches, in 
7 oil colors, on can- 
vas over wooden 
frames. . . Authentic 
designs and colorings. 

. Others smaller. 








Worlds Fair 


DISPLAY PANELS 


The most dramatic event of the year—opens June 1, con- 
tinues until November 1—will be attended by more than 
65,000,000 people, thousands from your community. They will 
need sports clothes, travel apparel, luggage, and most every- 
thing. This is a news event—use it as a spot of color in 
your displays now, and during the summer. Show the 
evolution of style—comfort—design, etc.—make a_ successful 
promotion. 


NO. 1 SERIES (Illustrated above) size 32x 64 inches in 7 


Pri oil colors on canvas over wooden frames— 
750 only 4 different views of most interesting groups 
$7.50 each of the World’s Fair. 


NO. 2 SERIES Same authentic oil colorings—on heavy flex- 


ible stock. Size 32x 64 inches—fitted with 


Price each dowel top and bottom, with turned ends 

$2.50 of modern design—complete with cord for 
hanging. 

NO. 3 SERIES Size 16x 30 inches in 7 oil colors as above 

Only $1.00 on heavy 100-point stock with easel back. 

each In 2 designs as shown above—excellent for 


window or interior. 


ORDER TODAY 
F. O. B. Chicago, Terms 2-10, 30 Net. 


lL. Stensgaard & Associates Inc. 
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THAT APRIL EDITORIAL ‘ 

Our editorial, ‘THE HANDWRITING ON THE WALL,” 
that appeared in the April issue, seems to have caused 
quite a disturbance in the realms of display. We are indeed 
happy for this activity; it proves that certain displaymen are 
on their toes. We believe this activity portends of con- 
structive developments in the display crafts, and while on the 
subject of constructive developments, permit us to reproduce 
in full two items on display that have appeared but recently 
in certain retailing magazines—items that help bear out our 
consideration of the future of display. 


“SEEK NEW DESIGNATION 
FOR DISPLAY MANAGER” 


“A catalog-chain is searching for a designation to re- 
place ‘display manager.’ The man must have his mind fixed 
on merchandise strategy, visual selling, the protection of the 
advertising investment, rather than only display, hence the 
need for a new appellation. Suggests needs for new type 
executive whose sole function will be selling through effec- 
tive presentation in interior and windows, promotions, etc.” 


“URGES NEWSPAPERS GIVE 
STORES DISPLAY ADVICE” 


“Many newspapers which offer counsel and other service 
to retailers on advertising forget that merchants also need 
advice on window and interior displays. Advertising to be 
effective must be properly followed through. Newspapers 
could show retailers how to create effective displays at low 
cost, thus releasing more for advertising.” 

DISPLAY WORLD, in all of its editorials and display 
articles, is attempting to do a constructive job for display. 
We try to show only the new developments in display, and it 
is only by constant, analytical observation that we can hope 
to continue our constructive program. No one will drop a 
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line of investigation quicker than we once we are proved 
wrong, but we must be proved wrong, first. 

Retailers continuing to do business as they did a gen- 
eration or even a decade ago, are finding the profitable 
operation of their stores to be increasingly difficult. Display- 
men who insist that only minor changes have been made in 
display, and that the display technique of yesterday is, in 
the main, just as effective for window merchandising today, 
are facing the future with eyes blinded by their lack of 
vision. If any displayman had suggested three years ago that 
Marshall Field’s would soon be using groups of accessories 
in their State Street windows, and prices on the merchandise 
displayed in their State Street windows, he would have been 
called a fool—but many of the fools of 1930 are the wise men 
of today. 

LOW PRICES 
AND RUIN 


If you are one of those buyers of window display installa- 
tions who has the impression that window display installa- 
tions are being sold at comparatively high prices by depend- 
able service companies, then you should know the facts. 
Close contact with this field for well nigh a score of years 
has enabled the writer to snatch a pretty accurate under- 
standing of the situation. 

Rates for installed displays are lower than at the 1929 
peak, but any lower prices than those now prevailing among 
the leading installers would be ruinous to the installation 
business, hurtful to the advertiser, and would spell disaster to 
this important advertising medium. 

“Kitchen” installation companies, by which we mean 
mostly unemployed displaymen operating out of their resi- 
dences, can possibly quote rates below those asked by estab- 
lished organizations, because they have little or no operating 
and overhead expenses. On the other hand, they offer you 
no security as to quality and dependability of the work given. 

We have seen this question agitated ever so often during 
the last few years, but much to our satisfaction we have found 
that the leading users of displays have not been the big 
“chiselers.” It is evident, therefore, that they recognize the 
value of the medium and want to protect it, so that they may 
continue to secure the same kind of satisfactory and guaran- 
teed service that has in the past given them such wonderful 
results. 


THE EFFICIENT OPERATION 
OF A DISPLAY SERVICE 


There is a great deal more to the operation of an efficient 
display service company than the mere parceling out of the 
advertiser’s displays to trimmers. Personnel must be main- 
tained if the installation company is to operate with precision, 
and is to work on schedule both for the advertiser and the 
retailer, maintaining quality standards and providing ade- 
quate checkup, all of which is to insure the full dollar value 
of the advertiser’s investment in this “Point of Sale” adver- 
tising medium. Leading installation companies have shown 
a convincing knowledge of their own costs and are trying to 
maintain the price level where they can continue to render 
just this kind of service. 

The maintenance of display standards is directly depend- 
ent upon adequate compensation. It offers you real protec- 
tion, for the results from such standards when properly anal- 
zyed will prove conclusively that they offer the most economy 
for the advertiser. 

Advertisers, from their own selfish point of view, should be: 
wary of the low-price bait. The only alternative to unfair 
price is ruin. No thoughtful advertiser can afford to risk 
such a result. 
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Gemini Delivers 
A Jolt 


By ANITA ARMSTRONG 
ASTROLOGER 


GEMINI: THE TWINS 
MAY 21 TO JUNE 21 


Turse people have ever varying and ‘fluctuating minds. 
They are very quick mentally, but are inclined to like con- 
centration. They are very adaptable, and are inclined to 
undertake enterprizes in which they have had no experience. 
They are often very valuable to other people who profit by 
their versatility. They make good teachers, and are suited 
to artistic trades—music, art, and literature. 


THE NEW MOON 

The New Moon for Gemini, May 24, brings a very unstable 
condition, and any plans made at this time are preordained to 
failure. Saturn is the highest elevated planet in the chart. 
Foreign conditions are very unse‘tled, and there will be a 
lack of cooperation between leaders and their constituents. 
Home conditions are actively antagonistic, creating discord 
and dissension. This condition will bring divorce and scandal 
in its wake. The racketeers will come in for more than an 
ordinary amount of publicity. The stock market will con- 
tribute its share of this prevailing unrest. 


WHEN THE BLUE OF THE NIGHT 

Color emphasizes blue, with touches of gold, silver, violet, 
and white. Black will be popular; it suggests slimness and 
sylph-like lines so desired by the fashionable woman who, 
despite her diet and reducing methods, will be most concerned 
by the increase in her waistline measurements. 


CAN WE GO IN THE WATER 

Swimming suits will be more abbreviated than ever; and 
to accommodate the multitude who will accept this increas- 
ingly popular sport, there will be many new pools. There is 
the usual word of caution: Mars, squaring Venus, the Sun, 
and the Moon, shines brightly upon exposed figures, and 
beauty is in danger of being marred by severe sunburns— 
these can be avoided by not adhering too closely to the new 
fashion modes. 


THE HEAD AND THE SLEEVES 

Millinery will take on added personality, and there will be 
a lesser tendency to follow the leader. But, if one does not 
choose to be conspicuous, one must have a white hat... . The 
sleeve line continues to be very important, and they are apt 
to run to extremes. ... The lack of stability still lingers in 
the shoe market. 


THE MATRIMONIAL BARK 

June is the month for brides, and this June will prove no 
exception. But if the June bride of 1933 is not extremely 
careful, her matrimonial bark will be beached.... Let us 
hope that a word to the wise will prove sufficient. 
DEVAUSNEY NAMED HEARN 
DISPLAY DIRECTOR 

Charles Devausney has just been named display director 
for The Hearn Department Stores, Inc. Mr. Devausney suc- 
ceeds Peter Kuempel, resigned, whose plans are not known. 
Prior to assuming the directive of Hearn displays, Mr. De- 
vausney was display manager for The Namm Store, Brooklyn, 
and more recently at the Jamaica store of Ihlson’s, Inc. 
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Hosiery Sales 


“Step Out” 
When They're On 





FAIRY FORMS 


For many years merchants were per- 
plexed with the hosiery display problem. 
To emphasize style, color, beauty and 
quality was the result desired. 


FAIRY FORMS were created to meet 
this very situation and have done so 
with remarkable success, proven by the 
fact that they are in wide use through- 
out the country. 


Their many exclusive features make 
them solve faultlessly the hosiery dis- 
play job. Perfect models, self-standing, 
flesh color, these are the qualities which 
produce the perfect hosiery presentation. 


There are models for men’s, women’s 
and children’s hosiery. Get them from 
your jobber or write today for illus- 
trated folder to the Shoe Form Co., 
Inc., Auburn, N. Y. 
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Tur appearance of Con‘inental background suggestions for 
men’s summer sportswear displays in the May issue of DIS- 
PLAY WORLD may seem a little premature, but I feel that 
inasmuch as most displa;men like to plan their displays sev- 
eral months in advance of the occasion, the early appearance 
of these two ideas for summer will be appreciated. Con- 
tinental display art is too new to be immediately adaptable 
by displaymen—other than those displaymen already ac- 
quainted with this new form of merchandise presentation. 
Therefore, most Continental window ideas must be analyzed 
before reproduction is attempted. 

In these two sport displays, we try to revive nature as a 
medium to the completion of the modern technique. The 
colors, blue, green, and silver can be used to exceptional ad- 
vantage in the presentation of these displays. These colors 
will suggest the correct atmosphere for summer. 

Although these two sketches are designed for the larger 
type of window or large department store, the same ideas can 
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CONTINENTAL 
DISPLAY 


ART 
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MEN’ S 
WEAR 


By RAOUL AUTHIER 
CREATOR DESIGNER 
STUDIO SIEGEL (PARIS) 
NEW YORK CITY 


be adapied by the smaller type stores on a smaller scale. 

In the first sketch, the idea of a yacht has been used for 
composition, with port holes and a canopy—the displayman 
will appreciate that the arrangement of the idea has been 
used merely for geometrical proportion. The three shirts in 
this display, as well as the three pair of pants, secure balance 
of layout by their placement. The cut-out words, “Summer 
Days,” are offered as a suggestion for copy. Most summer 
displays will call for more merchandise—quantity of mer- 
chandise will be left to the discretion of the displayman. 

The circle in the golf display emphasizes the knickers. 
The knickers are mounted on beaver board legs. Sweaters 
are shown on the panel on the right; the golf bag lies on the 
floor platform. The word “Golf” is cut from wood or wall 
board—the letters should be thick—and painted to suit the 
color scheme of the background. Chromium-plated metal 
can be used in combination with wall board panels in the 
construction of the background. 
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A HANDICAP WINDOW 
DISPLAY CONTEST 

It is expected that every account of HICKOK has re- 
ceived the announcement of their “Handicap Window Dis- 
play Contest.” If the reader hasn’t received this announce- 
ment, and your store handles Hickok merchandise, contact 
the Hickok organization, Rochester, N. Y., or their repre- 
sentative in your territory, and secure a copy of the broadside 
announcing this unique window display contest. 

The contest will be a handicap in this respect; the judges 
are empowered to take into consideration the size of the 
town, the size of the store, and the facilities with which the 
disp’ayman has to work in judging the entries. The follow- 
ing men have consented to act as judges, and the displayman 
will notice that the outstanding prize-winners in display con- 
tests are included among these names. Inasmuch as these 
displaymen are removed from the competition, the other con- 
testants will have a better chance of winning a prize. The 
judges are: 

Clement Kieffer, Jr.. The Kleinhans Company, Buffalo, 
N. Y.; E. Dudley Pierce, Sibley, Lindsay & Curr Co., Roches- 
ter, N. Y.; Jack T. Chord, Managing Editor, DISPLAY 
WORLD; Carl Ahlroth, The May Company, Los Angeles, 
Calif.; E. H. Leaker, The Hub, Chicago, Ill. ............ 

Here is the list of prizes: First prize, $150; second prize, 
$75; third prize, $50; fourth prize, $25; fifth prize, $25; next 
ten prizes, Hickok Belt Watches; next ten prizes, $10. 

Another feature which should prove an inducement for 
the displayman to create and enter a Hickok display in the 
contest is, the Hickok Company will pay $2.50 towards the 
expense of photographing each 8x10-inch photograph entered 
in the contest . . . the displayman appreciates that the Hickok 
Company will only help pay for photographs of displays that 
are truly HICKOK displays. Stensgaard display material 
can be used in contest windows, although where a store does 
not have this material available in making his trim that fact 
will be taken into account. The contest runs from May 1 to 
July 15. 


AURORA BOREALIS DISPLAY 
(Continued from page 17) 

each disc. Amber alone will illuminate the under surfaces of 
the discs and will emanate from openings on the top sur- 
faces of the individual discs. For the spacious facades the 
lighting effects will derive their origin from red, white, 
and blue lights and the innumerable combinations they may 
produce. 

In this musical spectacle for the eye, the colors portrayed 
by the innumerable changes blending into one another will 
eventually present a panorama of rainbow colors never be- 
fore created in a lighting display. Thus, even in a temporary 
world of colored light planned for the Century of Progress, 
Westinghouse hopes to make their exhibit one that will be 
remembered with a vividness of a reddened sun in a beau- 
tiful sunset. 





——— 


KRAUS APPOINTS REPRESENTATIVES 
FOR “POLYROTA” SIGNS 


The Polyrota sign is now being made in the United States 
by H. L. Kraus, Inc., 130 West Forty-second Street, New 
York City, who have appointed the following sales repre- 
sentatives: Gordon McGarry, who works from the home of- 
fice in the Metropolitan district; W. L. Gordon, Finance 
Building, Philadelphia district; L. O. Pernot, 2416 South San 
Pedro Street, Los Angeles, Calif.; W. L. Stensgaard Asso- 
ciates, Merchandise Mart, Chicago, Ill., for the Middle West, 
and Paul Reinerman of Newport, Ky., for Southern Ohio, 
Southern Indiana and Kentucky. 
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Don't forget W ALLBOARD 


TUBES 


—if you want to stay within your budget. 


WALLBOARD TUBES are applicable to a thousand uses 
and create most striking displays and fixtures. 


Prices on Individual Size Tubes 
Diameters 1” 2” ae Gar SF 10” 12” 14” 16%” 
Length 
3 ft... $0.20 $0.30 $0.41 $0.50 $0.60 $0.70 $0.80 $0.90 $1.00 
6 ft.... 0.40 060 082 1.00 1.20 1.40 1.60 1.80 2.00 
9 ft.... 0.60 0.90 1.23 1.50 1.80 2.10 2.40 2.70 3.00 
42 ft... 0.80 1.20 1.64 2.00 2.40 2.80 3.20 3.60 4.00 

The above is sold in these standard lengths only. 


Mammoth Tubes 


At last, for your spectacular effects, tubes of 2114” diameter. 
Order in the lengths shown—we do not cut Mammoth Tubes. 


Git ematiree.. 6 osc eva cscs $4.60 

Orie, lOmmte 6 ah.ce wo 8 a veo 6.90 

BA Ae ets 8) Ge ee 9.20 

D’scs 
Sold only in dozen assortments. 

Diameter Price Diameter Price 
MMe 5 bo Ste erar 3e¢-eaeW 1274"... 2.002. s:u is COREE 
Ce et AG@iGAGN. TAA. eos oa853 lic each 
rs ds coker a Sex@aele, 1G... oi be cas: 14c each 
NOVAS ocak aoe GENGAOMS - FA oh eer s, 40c each 


Sold in these standard lengths only. 
Available at the better display dealers. 


MUTUAL SALES COMPANY 
310 LAKESIDE AVE, N. W. CLEVELAND, OHIO 











Nat 
Mat 


-*> AND NOW 


Cardboard is rapidly finding its place among the lead- 
ing medias for Beverage DISPLAYS and NOVELTY 
DEVICES of all descriptions ... 


New and MANIFOLD uses for “Nat-Mat” CARD- 
BOARDS are fulfilling the requirements. Ask for 
your FREE samples. 


Local dealers in all principal cities. 


National Card, Mat & Board Co. 


MFRS. 


4318-36 CARROLL AVE. CHICAGO, ILL. 
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Chicago World’ $ Fats Cia ury cf Progress 


is summer and stud 


WINDOW DISPLAY and CARDWRITING 


With Us at the Same Time! 

A few weeks will give you ample time for both. An opportunity 

| of a lifetime to learn the fundamentals of the display profession 
combined with pleasure and entertainment. 
FREE FREE 
Each class will be personally conducted through the Exposition 

| studying the exhibits from the standpoint of display at our ex- 

| pense. Act Now. Send for Free Booklet. 


CHICAGO DISPLAY SYSTEM 


| 39 WEST ADAMS STREET CHICAGO, ILLINOIS 
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“DOINT-OF-SALE” 
GALLERY 


—The huge, massive figure “3” and the “close-up” 
of the pretty miss with the Dazzling smile, strikingly 
and instantly dramatizes the famous Kolynos slogan 
“Whitens Teeth 3 Shades Whiter.” The size of both 
the head and the figure makes the display visible 
for a considerable distance, adding both the poster 
power and the “selling radius” of this attractive 

. display. Designed and produced by Einson-Free- 
ane * man Co., Inc., Long Island City, N. Y.— 


hed 






























CORN PAIN 





—While the principal product fea- 
tured is Blue-Jay Corn Remover 
(corn plasters), the entire line 
of Blue-Jay Foot Products is 
brought into the composition. 
Each grouping, such as Corn Re- 
mover, Protect-O-Pads, Foot 
Powder, etc., has its own group 
copy panel made up to truly re- 
semble a card like the dealer him- 
self might set into each group. 
This display for Bauer & Black, 
designed and produced by Zip- 
prod, Inc., Chicago. 


























—This new Canada Dry display was 
lithographed in two sizes. The larger 
display is approximately life size. The 
unusual dealer acceptance accorded this 
cut-out would indicate that the pretty 
girl type of display is going stronger 
then ever. Display designed and pro- 
duced by the Atlantic Lithographic & 
Printing Company, New York City— 


*IEC SOS EK 
PX PORE G GT 
2093666, Fj 


—Although occupying only a two-foot square of 
counter space, this new cabinet enables the dealer 
to exhibit the entire Eveready line of “portable 
light.” The attention value of the display has 
been proved in a number of tests in dealers’ 
stores where the cabinet resulted in a decided 
increase in sales. Display produced for the Na- 
tional Carbon Company by the Advertising Metal 
Display Company, Chicago— 
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DeschipTive KEYS 


|DENTIFICATION 


—This Johnson & Johnson “Red Cross Plas- 
ter” display is interesting in that it is a two- 
plane display. The back piece is approxi- 
mately 21x30 inches in size; the front piece 
being approximately 19x21 inches in size. The 
front piece is attached to the back piece by 
means of a box easel. Three auxiliary cards 
were produced to be used with this display. 
The display is in eight colors. Designed and 
produced by Ketterlinus Lithographic Manu- 
facturing Co., Philadelphia, Pa. 
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BURROUGHS 


Cash Machines 


/ PRICES * EASY TEAMS 
FOR A DEMO Th VALIDATES 
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Siep away from the Shadow of Pain / 


Stops Pain ry > 
Saves Money 


an effective home remedy 


a 


—Once again that sterling combination of 
gleaming metal and sleek Bakelite Laminated 
makes possible a display or rare charm and 
distinction. The silvered uprights snap firmly 
into place providing a rigid support for the 
Gruen Baguette Watch Case. A _ delicate 
flower design in a light pastel shade adds to 
the attractiveness of this unusual merchandise 
displayer. Designed and produced by the 
Bakelite Corporation, New York City— 


—This Burroughs Cash Machine display rep- 
resents a main piece 20x30 inches in size and 
small, side cards. The side cards are pro- 
duced in proportion. The cash register illus- 
tration is carried out in full processed detail 
with no other process used as a supplement in 
making up the display. Designed and pro- 
duced by the Kalasign Company, Kalamazoo, 
Mich.— 


—A moving propellor and fluttering ribbons 
draw the eyes of the passers directly to the 
package—the Hershey Chocolate Bars—which 
form the wings of the airplane. The small 
display cards introduced other Hershey prod- 
ucts. Display designed and produced by The 
Forbes Lithograph Manufacturing Co., Bos- 
ton, Mass. 








28 DISPLAY WORLD 


May, 1933 


$.D.M.A. Third Annual 


onvention 


Tur third annual Southern Display Men’s Association Con- 
vention, will be held in the Washington-Youree Hotel, 
Shreveport, La., Sunday and Monday, May 28-29. Every 
displayman in the South is invited and expected to attend. 
The officers of the Southern Display Men’s Association will 
be very happy to welcome displa;men from the West, East 
and North, and they sincerely hope many displaymen from 
other parts of the country will attend. 

A very interesting program is planned. It is impossible, 
at this time, to report complete program plans, but several of 
the country’s leading disp'ay directors will present addresses 
of importance We are ceriain that these informal talks will 
contain constructive thoughts. The display profession is in 
the throes of constructive development, and these new devel- 
opments will be discussed. It will profit every displayman 
to consider “the changing display trend,” and to profit by the 
experience of others. 


MANUFACTURERS’ EXHIBITS 

Every manufacturer of display equipment and display dec- 
orations; every display jobber, and every salesman interested 
in window and store display is invited to be with us as an 
exhibitor, NO CHARGE WILL BE MADE FOR EXHIT- 
ING. The exhibitor will deal directly with the Washington- 
Youree Hotel of Shreveport, La., for rooms, paying only the 
regular room rate. All exhibitors, however, must have a 
firm membership in the association, and all jobbers must hold 
a paid membership in the association; these memberships cost 
but $1.00. We urge especially all manufacturers who have 
salesmen in the Southern territory to arrange to have their 
salesmen attend the convention and present their new dis- 
play equipment and display accessories. 


PHOTO CONTEST 

Rules and classes of the Photo Contest were announced in 
the February issue of DISPLAY WORLD. All photos, to be 
entered in the Third Annual Southern Display Men’s Asso- 
ciation Photo Contest, should be mailed to the S. D. M. A,, 
P. O. Box 785, Shreveport, La. All entries must be received 
on or before Saturday, May 27. Forty classes, besides the 
sweepstakes, are included in this contest. The forty classes 
cover every line of merchandise in the display field. 

Three prizes will be awarded in each class. These prizes 
are to consist of beautiful certificates of award. First place 
in each class will receive 15 points toward the grand prize; 
second place, 10 points, and third place, 5 points. The grand 
prize is a beautiful, silver loving cup. This cup will be 
awarded to the displayman winning the greatest number of 
points in the photo contest. 

First prize in the sweepstakes class is also a beautiful 
loving cup; with second, third, and honorable mention re- 


WASHINGTON-YOUREE HOTEL 
SHREVEPORT, LOUISIANA 
SUNDAY-MONDAY, MAY 28-29 


By T. WILLARD JONES 
SECRETARY-TREASURER 


ceiving certificates of award. First prize carries 35 points 
towaid grand prize; second place carries 25 points toward 
grand prize; third place carries 15 points, and honorable 
mention carries 5 points. 
ENTERTAINMENT 

The opening night’s entertainment will be a Sunday night 
supper in the Washington-Youree Hotel. There will be 
plenty of wine, beer and music, All entertainments will be 
dutch—come and go as you please. Shreveport is famed for 
its many beautiful beer gardens, and its “swell” Dutch 
lunches. Shreveport has the most unusual “night club” in the 
country. You can dance, you can see shows ... choose your 
entertainment, we want you to be happy. 





ATLANTA DISPLAY CLUB 
Reported by 
ELI CHERKAS 

The last, regular, semi-monthly meeting of the Atlanta 
Display Men’s Club was acclaimed a “Wow!” It was the 
sixth meeting since the new organization was formed in 
February. The meeting was held at the Georgia Power Co., 
where dinner was served by the salesmen of the Georgia 
Power Co., in connection with the home service department 
of the Company. 

A short business meeting was conducted by president 
Harry W. Hoile. During the repast, the entertainment com- 
mittee arranged for a non-member to intrude as a drunkard. 
His actions created a lot of fun. The members who extri- 
cated the drunkard from the meeting were not informed of 
his part in the program, and they had a tendency to become 
pugnacious. It proved, however, that this “alien” was truly 
sober, even to the point of composing a Display Men’s Club 
song. The song met with the unanimous approval of the club 
membership. The song was written by Ed. Vajda, the pseudo 
drunkard. 

The next number on the program was a resume of a little 
skit based on the life of a displayman. It presented an en- 
counter with his employer. The name of the skit was, “Mr. 
Frinkovitch and the disp!layman, Al Trimmer.” Frank Wilkie 
acted the part of Mr. Frankovitch, Eli Cherkas acted the part 
of All Trimmer .... Max A. Wahlberg then delivered an 
address on the importance of cleanliness in window display 
work, His address proved to be of entertaining and edu- 
cational value. 

Ken. Burnham, director of displays for The Georgia Power 
Co., and Doug Wells, assistant, exhibited a beautiful card 
done by the silk screen process. The card was produced in 
seven colors, and was undoubtedly one of the most beautiful 
examples of this type of display card craftsmanship ever 
shown in Atlanta. 
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CHICAGO DISPLAY CLUB 
Reported by 
A. J. HOLTERMAN 


Curcaco, city of, as you doubtless have become aware, 
strives to maintain its reputation of never doing things half 
way—witness its failure to pay teachers, etc.—witness also 
what it has accomplished on its lake front in the way of the 
Century of Progress Exposition—all of which leads us, not 
directly but eventually, to the point that because the weather 
man decided on rain for the night on which the Chicago’s 
Club’s May meeting was held, Chicago, city of, saw to it that 
it really rained. It wasn’t at all your usual sort of rain 
which keep displaymen from attending their club meeting, but 
an actual cloudburst in which Lake Michigan rebounded 
from its bed to sky and back to its bed again by way of 
Chicago’s streets several times over. 

The main business at hand was the election of officers for 
the club’s fiscal year ending April 30, 1934. The outcome of 
the election was: J. W. Campbell, display manager, Carson 
Pirie Scott & Co., president; Harve Ferrill, manager, Neigh- 
borhood Stores Display, Inc., vice-president; A. J. Holterman, 
Montgomery Ward & Co., secretary and treasurer. Decision 
by new officers and members to retain the appointive office of 
executive director with J. Duncan Williams as incumbent. 

Following his election, Mr. Campbell immediately took the 
chair. In a talk of few but forceful and direct words he out- 
lined plans for bringing the Chicago Club to a higher level 
than that already reached. The applause following his talk 
left no question as to the esteem in which Mr. Campbell is 
held by his fellow Chicago displaymen. The writer was also 
called upon to say a few words following his reelection as 
secretary-treasurer, but the less said about that the better. 

Programs are already arranged for the June and July regu- 
lar monthly meeting of the Chicago Club—programs that will 
be well worth attending. If you reside in the Chicago area, at- 
tend these meetings by all means—whether or not you are one 
of us. If you reside elsewhere than in Chicago area and plan 
to visit Chicago—for the purpose of attending the Century of 
Progress Exposition in its early stages or on other business— 
time your visit so that you can attend one of these meetings, 
held the first Monday night of each month at Hotel Sherman. 


SHREVEPORT DISPLAY MEN’S CLUB 
Reported by 
T. WILLARD JONES 


Tue Shreveport Display Men’s Club held a very interesting 
meeting in their club rooms at the Y. M. C. A., Wednesday, 
April 12. Plans, at the time, were presented for a “Cotton 
Carnival,” to be put on by the Shreveport displaymen some 
time around the first of May. 

The club’s silver loving cup, awarded each month for the 
month’s best window displays, was given to T. Willard Jones 
for his March displays. This is the second time in three 
months that the Phelps Shoe Co. has been awarded the dis- 
tinction of having had the most attractive displays in Shreve- 
port during a certain month. 

A special meeting was called by Fresident McCurry for 
April 20 at the club rooms, at which time plans were made 
for holding the third annual Southern Display Men’s Con- 
vention in Shreveport, May 28-29. Convention committees 
were appointed and began to function immediately, with the 
result that all details have been completed. Full particulars 
of the convention will be found under the Southern Display 
Men’s Association notes. The local club is happy to have the 
privilege of holding the convention in Shreveport for the 
second time. We want to take this opportunity to extend an 
invitation to all displaymen to be with us for the convention. 
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| Laminated ‘“ 
Cellophane Fabrics 


Here’s Good News for Display Men 


Never before has a fabric been produced, especially 
for background panel and fixture covering with such 
Hi-Lite, Reflection, Durability and Permanence. 


Chromium Plate Cellophane Fabric 


Plain Mirro, Check, Grain, Spearhead 
32 inches wide. . .75¢ per yard 


Patterns: 
and Hammered. 


Solid Color Cellophane Fabric 

Black, Red, Green, Copen, Purple, Rose, 
32 inches wide.. 50c¢ per yard 
New Paper Coverings 

Natural Wood No. 380 


Colors: 
Orange, Yellow. 


74 yards to roll, 30 in. wide. . $2.20 
Monastery No. 383 

7'\4 yards to roll, 30 in. wide $2.00 
Arabian No. 381 

7'4 yards to roll, 30 in. wide....... . $2.00 


Write for samples. 
Available at the better display dealers. 


MUTUAL SALES COMPANY 
310 LAKESIDE AVE.,N. W. CLEVELAND, OHIO 





MAKE A START 


FOR 1933 
After the adjustments of the past year or two, there is a very 





definite interest among individuals and businesses to make a 
new start and to build for a future. 
Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 
We Solve Your Problem With Our New 
Home Study Courses. 

Because you can pay in small installments worked out to meet 
your financial condition. Write us fully about your ambitions 
and present conditicns and we will try to help you be prepared 
for better times when they arrive. 

THE KOESTER SCHOOL 

Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 





——— 





FELT for DISPLAYS 


“The Use of Felt in the Show Window” is a most helpful guide 
for displaymen who are interested in using Felt to create at 
economical cost window displays that are unusual in attracting 
attention. Ths beoklet is free to displaymen. Write for your 


copy Today. 
WESTERN FELT WORKS 
Established 1899 
Main Office and Mill: 4131 Ogden Avenue, Chicago, Illinois 
Eastern Office and Warehouse: 42-44 East 20th St., New York 
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e Opportunity Exchange e 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An eiastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 








Sa'tesmen and Jobbers—Positively fastest 
selling patented display item for ready to 
wear. A Silhouette Form attachable to 
dress stand to simplify and perfect drap- 
ing of a garment. Greatest opportunity 
today for immediate earnings. Mention 
territory. The Silhouette Form Co., 144 
W. 37th St., New York City. 


FREE EMPLOYMENT SERVICE 


POSITION WANTED ads in the Opportunity Exchange are inserted 
FREE for unemployed displaymen and cardwriters. 

In order to secure the benefit of this FREE ad service you must be 
unemployed at the time your ad is sent in. Please write copy very plain, 
stating that you are unemployed, the name of the last employer and the amount 


of salary last obtained. 


_-— 


FORMS FOR JUNE ISSUE CLOSE JUNE 10 








Position Wanted—Displayman with 9 yrs. 
exp., in leading department stores in and 
around Chicago, desires to make connec- 
tions with any leading department store 
or ladies’ specialty shop in Middle West 
If necessary, can write signs and very 
appealing copy and layouts for advertising. 
27 yrs. old; married; finest references. 


“L. P.,” care DISPLAY WORLD. 








POSITION WANTED—Combination win- 
dow trimmer and cardwriter. Can do 
backgrounds for modern displays. Depart- 
ment store experience. Nine years with 
last employer. Salary adjusted to present 
conditions. Best references. 

—— 15973 Euclid Ave., East Cleveland, 

hio 


FOR SALE 
Used Display Cardholders 
All standard sizes; good condi- 
tion; acquired by allowance in 


exchange for Embosoframes. 
No reasonable offer refused. 


Embosograf Corporation 


of America 
38 West 21st Street 
New York, N. Y. 











DISPLAY MANAGER-SALES 
PROMOTER 


Now open for position. Has over 10 years’ 
experience in large and fine department 
stores. Employed for the following pe- 
riods at various stores: First, 4 years; 
ceesnd, 4% years; third, 2 years. Proven 
ability. Fine references. Willing to work 
at a moderate salary. Married; age 27 
years. Will go anywhere. Can give you 
fine. clean and selling windows in latest 
modern style and save you money. If 
interested, get in touch with me at once. 
Make me an offer. Photos on request. 


Address “C. P.” 
Care DISPLAY WORLD 








POSITION WANTED 


Displayman and cardwriter desires posi- 
tion with exclusive specialty shop or high- 
class department store. Will go anywhere. 
All offers considered. Best reference. 


Address “P. P.” 
Care DISPLAY WORLD 


POSITION WANTED 
Combination window trimmer and card 
writer, with 8 years’ experience in men’s 
wear, specialty shop and department store. 
Age 27; married; finest references. Will 
go anywhere east of the Mississippi for 
$25 per week. Address 

JOHN VESTER 

Care DISPLAY WORLD 





POSITION WANTED 
Window trimmer; 10 years’ experience; 
specializing in auto accessories, hardware, 
house furnishings. Part time or steady 
work, Original ideas. Can promote sales. 
Good advertiser and salesman. Will lo- 
cate any part of country. Address 

M. J. POMERANCE 
356 Rahway Ave. Elizabeth, N. J. 











Display and Advertising Manager now 
open for position desires connection with 
exclusive specialty store or high- class de- 
partment store. Over 10 years’ exp. Fine 
references; proven ability. Age 29, mar- 
ried, willing to go anywhere and work for 
ge ge salary. Make me an_ offer. 


“a. PB. S.,” care DISPLAY WORLD. 


POSITION WANTED 


Department store displayman, card writer, 
and advertising man with 18 years’ expe- 
rience; 9 years last position; desires per- 
manent position, preferably in Northwest. 
Age 39; married; references. Address 


H. B. KELLY 
Care DISPLAY WORLD 





POSITION WANTED 
Show card writer; 10 years’ experience 
writing effective display cards with real 
‘sales appeal.’’ Age 36; unmarried. Ref- 
erence: Chas. McAleer, "McAleer Displays, 
187 N. LaSalle St., Chicago. Will locate 
anywhere; prefer Middle West. Address 


ROBERT J. CALLAHAN 
48 Costello St. Dayton, Ohio 

















POSITION WANTED—Displayman and 

cardwriter. Ten years’ exp. with chain 

stores. Five ‘yvears with Sears Roebuck & 

Co. as display manager. Up-to-date dis- 

plays, cards and signs. Will locate any- 

where. Married, age 45, best of references. 
Address “O. W. E.” 


Care DISPLAY WORLD 


POSITION WANTED 
By display builder and all-around silk 
screen process man; 8 years’ experience. 
Capable of installing and _ supervising 
plant. Salary reasonable. Address 
ROY DREISPUL 
Care DISPLAY WORLD 


POSITION WANTED 
Displayman, cardwriter and advertising 
man. Steady and capable worker. Refer- 
ences furnished. Prefer metropolitan dis- 
trict. Age 26; married. Address 


RICHARD GIANNINI 
48 Brookwood St. East Orange, N. J. 














POSITION WANTED—Display manager 
and_ cardwriter with 12 years’ experience 
in first-class women’s and men’s specialty, 
also dept. stores. Efficient, conscientious, 
tactful, with executive ability. Have had 
1 year women’s wear advertising. Salary 
secondary consideration. Address “J. F.,” 
care DISPLAY WORLD. 











POSITION WANTED 


High-class displayman with national repu- 
tation as an exponent of Continental dis- 
plays desires permanent connection. Age 
29; married; willing to go to any State. 
Can furnish A-1 references. 
Address “R. W. P.” 
Care DISPLAY WORLD 











POSITION WANTED 


Nationally known displayman and card- 

writer desires position in south or east. 

At present with large southern store. 15 

years’ experience. Best references. 
Addrss “W” 


Care DISPLAY WORLD 











USE THE OPPORTUNITY EXCHANGE 
As Your Want Ad Medium. Costs Only $1.50 Per Inch. 
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EXHIBIT DISPLAYS AT FAIR 
(Continued from page 16) 


goods. It contains the International Harvester Exhibit of 
machines not dreamed of twenty-five years ago and used 
now, or to b2 used, in the development of a new agricultural 
College, carrying with it the history of its efforts in develop- 
ing scientifically suitable stock and grains and new products 
for the soil of Illinois. 

It would be easy, without a conceived plan, both for allo- 
cation of material and general appearance of the buildings, 
to achieve only a chaotic result. The Exhibits Department, 
through its rules and regulations and individual attention— 
given to the arrangement of exhibit displays, under Mr. 
Skidmore—has produced an order and a continuity to its 
subject matter in keeping with the order and continuity ex- 
pressed by the plan arrangement of the whole. The individ- 
ual unit for exhibition space is generally 20 by 20 feet. Ex- 
hibitors purchase these units in blocks of one to ten. 


It is in these large halls that the companies are able to 
build high commanding schemes, great columns of light and 
electrical exhibits, monuments of steel products and of oil 
producing and consuming machinery, great globes showing 
international distribution agencies, shafts with features an- 
nouncing the character of the company. These great displays 
help to tell the story of the possibilities of lighting not yet 
realized, help to draw the attention to the multitude of prod- 
ucts which an industry, like steel or oil, feeds. They have, 
for the most part, been worked out in terms of modern life. 
There are no Goddesses of Grain, carrying cornucopias. 
The symbols are picked from modern life and character of the 
product, the trade marks and the idea which the American 
public has learned to recognize, just as the old signs of 
medieval ages carried a visible message, clear to those who 
could not read. 


You see, when you have such fascinating things to tell 
about, you don’t have to put up a lot of signs and gold and 
tinsel pavilions. You simply give your product a chance, 
which means perhaps providing only a simple background. 
Or it may mean blowing your product up eight or nine times 
normal size so you can see it--or maybe a hundred or a 
thousand times normal size, the way the scientists do. Or 
possibly the story begins the other way and it is so big 
that it is difficult to get it inside a building at all. At any 
rate, if you think about the problem long enough it is likely 
to prove interesting enough not to need a plush box to set 
it off. 

It is evident that out of all this, something new in the 
technique of display is going to come. A great deal has 
already come. It would not be possible to tell the stories 
the World’s Fair has to tell without an already progressive 
body of thought behind the display business. The World’s 
Fair will take the best of this thought and produce it at 
the greatest length, ever shown in America. 


The World’s Fair is doing something else. It is bringing 
competitor next to competitor and asking him to tell his story 
without shouting about it. If you have somehing to sell 
you’ve got something to say about it, and you can say it with- 
out drowning out your neighbor with flashing signs and 
blazing lights just as well as you could with all these things, 
and probably a little better. Imagine the interior of a build- 
ing rocking and blazing and blaring with the strife of com- 
petitor against competitor without restraint. The World’s 
Fair believes that if this were what you saw when you visit 
the Fair this summer you would unquestionably go and 
spend the day on the Lagoon. It is better to tell your story 
clearly and quietly and be heard than not to be heard at all. 
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The New Decorative Material 
for Every Display Requirement 


In window, showcase or wall case—in 
fans, columns, pedestals or panels— 
Corobuff, The Brand New Decorative 
Corrugated Paper, best provides that 
eye-arresting punch that is the aim of 
every displayman. 

Corobuff is available plain, or scored 
(under patent No. 1839871) ready for 
folding into a multitude of forms. Be- 
sides gold, silver, and a blazing Rainbow 
pattern, Corobuff is offered in thirty- 
one beautiful colors. Packed in standard 
rolls, 30 inches wide and 40 feet long, in 
individual cartons. (Silver and Gold, 
25 inches wide and 20 feet long. ) 
Corobuff is used by R. H. Macy & Co., 
Gimbel Bros., Marshall-Field, Bamber- 
ger’s, Truly-Warner, W. T. Grant 
Stores, and thousands of others. 

The coupon will bring you complete in- 
formation on Corobuff promptly. Fill 
it out now! 


Window Advertising, Inc. 


EXCLUSIVE DISTRIBUTORS 


300 Fourth Avenue, New York City 


For Sale by Associates and Dealers in a hundred cities. 














WINDOW ADVERTISING. INC. 
300 Fourth Ave., New York 


Please send complete information on Corobuff. 


Canigany:....~..> 4... 


Address ...... 
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., DISPLAY MEN 
Let Us Send You De- 


scriptive Information on 
the New 


HERALD CUT-OUT 
NUMERAL PRICE DISPLAYS 


M. PRESSMAN & CO., Ra Yon city 
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SieSsel Only Manufacturers of 
. ALL ARTICULATED 

SIEGEL MANNEQUINS, INC. MANNEQUIN 


Inte Aqyli . 
102 W. 37TH STREET, NEW YORK Patent Applied For 


econ. 6 « e8es) STARS —OTs—teans 





























UNUSUAL DISPLAY. 
Attention-Gett'ng Display Secured Wit1 | 
“ADHESO” LETTERS 


| The only raised letter that will instantly adhere to any surface. 
May be reused as often as desired. Made in complete range of 
sizes and colors. Write for illustrations and full particulars. 


COLONIAL SALES CORP. 
480 Lexington Ave. New York, N. Y. 
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WE YELL A LITTLE LOUDER 
(Continued from page 7} 


that is so flexible, and its design so simple, that it can be 
used not only for all types of merchandise but for all sizes 
of displays and unit trims. 

The center panel represents a Venetian blind. We sug- 
gest that an actual blind be used. This blind will be backed 
up with a plain panel that will be painted the colors the dis- 
plays dictate. The panels on the right and left of the center 
panel introduce an innovation in show window background 
construction; they are movable, and can serve as window 





May, 1933 


dividers. They are fastened to the window background at 
each side of the Venetian blind, and by moving the panels 
forward they will divide the window into three units, or they 
can be formed into many various arrangements. 

In this display the panels on the right are placed flush 
with the window background, the position of the three panels 
on the left having been changed to form an interesting ar- 
rangement. 


ARCHITECTURE OF WORLD'S FAIR 


(Continued from page 15) 





The windowless wall surfaces of the buildings might of 
themselves be uninteresting and dull were it not for the use 
of color. Color is being utilized as a decoration in this ex- 
position as in no exposition of the past. The new building 
materials used in these structures require color to give them 
texture and protection. If this exposition had followed the 
pattern of its predecessors, stucco and plaster ornamentation 
by the square yard would have been used to break up the 
wall surfaces. But today, color takes the place of this ap- 
plied decoration and by doing so it enhances the beauty of 
the buildings and represents an important structural economy. 
Moreover, it provides a gayety, a sense of carnival that is 
essential to the attractiveness of an exposition to the visit- 
ing public. In all, twenty-two colors are used on the ex- 
teriors of the buildings of A Century of Progress Exposition. 
AT LAST! CREPE PAPER INSTALLATIONS 
WITHOUT THE USE OF TACKS 

This statement, “The installation of crepe paper displays 
without the use of tacks,” probably sounds like an impossi- 
bility, and impossible it was until “LOXON” came along. 
The question now is, “What is Loxon?” Loxon is a new 
display device that enables the merchant or installation man 
to make crepe paper backgrounds and install crepe paper 
trims with the least possible effort, and at the same time 
protect window backgrounds, fixtures, floors and panels from 
the destructiveness of using hammers and tacks. 

Ordinary displays of crepe paper require about 100 tacks 
to hold them in position. Loxon does away with all tacks. 
Loxon is a silent operation which eliminates all hammering 
of tacks. Loxon guarantees a neat and attractive display, 
because the equipment is designed to hold the display firmly 
in place, and allows the operator to have full control of his 
work at all times. The manufacturer, Lockona Display Ap- 
pliance Corp., East Rutherford, N. J., will be very happy 
to send complete information about Loxon. 








NOW YOU CAN PRICE YOUR 
DISPLAYS INEXPENSIVELY 

Displaymen have been using cut-out letters and numerals 
in window display work for several years. They have found 
this method of descriptive copy and price identification not 
only an effective way of giving the customer positive infor- 
mation about the merchandise but an extremely smart way to 
talk about and price the goods. There are many different 
companies making cut-out letters and numerals, but we be- 
lieve the “Hearld cut-out Numerals” have developed the most 
modern method of showing prices yet devised. 

These new numerals can be had in two different sizes: 
Large, 4% inches high; small, 1%4 inches high. The numerals 
and bases (metal bases in which the numerals are placed for 
display) come in two different assortments—one assortment 
for each size numeral, or the various items can be purchased 
separately. The various items consist of numerals, dollar 
signs, cent signs, pericds, and metal bases. The manufac- 
turer will gladly furnish complete information and prices: 
M. Pressman & Co., 234 Fifth Avenue, New York City. 
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A Guide jor National Advertisers 


ALBANY, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Waghorn-Whitson Display Service, 142 S. Center, Phoe- 
nix, Ariz. Covering population centers of Arizona. 





AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 








BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 








CHARLOTTE, N. C.—Window Display & Interior Decorating Co., 
307 Builders Bldg. ‘Territory: two Carolinas and Tidewater, Va. 
‘Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A _ reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers.. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighboring Stores Display Service, Inc., 509 
South Franklin Street, Harve Ferrill, General Manager. With ideas 
and the organization to help you sell more merchandise. Covering 
Metropolitan Chicago and a fifty-mile radius. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 








DISPLAY SERVICE. 
COMPANY | 


110 West 40th Street New York, N. Y. 





A sperior installation service for national advertisers 
who want effective rather than “cheap” window displays 
—in retail stores in Metropolitan New York, Northern 
New Jersey and Connecticut. 


BRANCH OFFICES 
1039 Springfield Ave. 365 West Market St. 
Irvington, N. J. Newark, N. J. 
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NEW ORLEANS, LA.—I. L. Lyons & Co.. Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS i 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 


Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince ‘you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
“Merchandised Window Displays.” 





OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. <A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Albert F. A. Beck, 4744 Liberty Ave. Guaran- 
teed installation in Pittsburgh’s drug market. Personally supervised 
and checked. Established and well known to the drug trade. Satis- 
factcry references furnished on request. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 


territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SOUTH BEND, IND.—Hawkins Display Service, 510 West Navarre 
St., LeRoy S. Hawkins, Mgr., Including Mishawaka, Elkhart, 
Goshen, LaPorte and Michigan City in Indiana and Niles, Benton 
Harbor and St. Joseph in Michigan. References galore. 





SIOUX CITY, IOWA—Kenneth C. Finke Window Display Service, 
621 Nebraska St. The only service covering Sioux City, Iowa, and 
Sioux Falls, S. D. 





SEATTLE AND WESTERN WASHINGTON—W ind-O- Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 











Einson-Freeman 


WIN 


What the Judges 


said: 


Won out, not only because 
of its simple design but, al- 
so, because of its admirable 
spotlighting of the main 
sales points and the small 
amount of space that this 
display of a fast-moving item 
takes on the dealer's counter, 


Band-Aid Container and 
three containers illustrated 
below received Honor 
Awards in “Modern Pack- 
aging” Competition. 


WARES FOODS. TASTE BETTER 


DRYBAK - 
BAND-AID 


DRYBAK 
BAND-AID 


wartaraoor 
SPEED BANDAGE 


v Semen 
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BAN D-AID 


WATERPROOF 
speed BANDAGE 


BAND-AID | 


ATERPROOF 
speed BANDAGE 


FIRST AWARD 


in the Display Container division of the Wolf Pack- 
aging Competition to the Johnson & Johnson Band- 
Aid Container—the famous Einson-Freeman “double- 
tier” patent. 

FOUR Einson-Freeman designs selected for the 
“Modern Pockaging” Permanent Exhibition. 

For practicality— space economy and ingenuity that 
SELLS, Einson-Freeman display containers are the 
choice of both experts and sales executives. For your 
package display problem—see Einson-FreemanFIRST! 


- 
Ao Sh rol tece 


AMBROSIA 
POWDER 
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EINSON-FREEMAN CO., INC. 
LITHOGRAPHERS, LONG ISLAND CITY, N. Y. 


displays 
Again! 


Johnson & Johnson Band- 
Aid Container— Winner of 
First Award in Display Con- 
tainer Division, American 
Management Association 
Packaging Competition. 


What the Judges 


said: 


It is a splendid example of 
what may be accomplished 
by- combining an under- 
standing of what the retailer 
wants in a package with the 
consumer's viewpoint, 


Shapely Naib | 
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